I A LE ERR 
ADVERTISING AGENCIES 


The curtain rises — After years behind 
the scenes, rnedia researchers are coming 
to the forefront at the agencies. April p 40. 
The part-time solution — In planning, 
part-time workers can be fit into the work 
schedule. (ATSI — Olsen/Sullivan) April 
p 106. 

They’ve got the whole world in their 
hands — Major agencies argue over which 
was first to create media’s new top title, 
global media director. Yet, they agree on 
one thing: tomorrow’s top agencies will be 
those that can carry the whole world in their 
plans. June p 54. 

The umbrella principle — A look at the 
problems and promises of the cover-all 
agency. July p 118. 

Agency services: A shopper’s guide — 
One-stop shopping offers one ad client a 
unified strategy, but a marketing commu- 
nications specialist finds strength in shop- 
ping the options. July p 146 (PCP). 
Trends — As Saatchi sees it -- Betsy 
Frank of Saatchi & Saatchi DFS Compton 
takes a look at rates for the year past and 
outlines what her agency expects for the 
years ahead. Aug. p 43. 

Casting a media shadow — Looming over 
the industry is the scepter of consolidated 
media buying brought on by joint ventures 
among competing agencies. Sept. p 49. 
Where lies the better buy? — Some 
thoughts on the in-house/agency debate 
Dec. p 170 (PCP). 


SAR AE RN RS a 
AGENCY, MEDIA AND 
ADVERTISER PEOPLE 


Talking heads — Abuses by some head 
hunters, the strange ways of others and the 
industry’s lack of understanding of how 
they work keep media department recruiters 
at arm’s length from clients and prospects. 
Jan. p 28. 

Too many advertising students? — The 
concern over this problem is based on too 
narrow a view of the discipline’s applica- 
tions. Jan. p 88, April p 14 (LET). 

The curtain rises — media researchers are 
coming into the forefront of advertising 
agencies. April p 40. 

The part-time solution — In planning, 
part-time workers fit into the work sched- 
ule. Apr. p 106 (Olsen/Sullivan — ATSI). 
Buddy can you spare a job? — While 
seasoned planning talent is finding an open 
door, the job outlook for college grads, en- 
try-level candidates is grim. June p 35. 
They’ve got the whole world in their 
hands — Major agencies argue over who 
was the first to create media’s new top title, 
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global media director. Yet, they agree on 
one thing: tomorrow’s top agencies will be 
those that can carry the whole world in their 
plans. June p 54. 

Planners: The real story — Perception: 
Planners are inexperienced, unsophisti- 


Allergy and cold medicines — 
Nov. p 91: Nyquil (p 92), Alka- 
Seltzer Plus (p 94), Sudafed 
(p 94), Actifed (p 96), Contact 
(p 96), Dimetapp (p 98), Comtrex 
(p 98), Benadryl (p 100), Chlor- 
Trimeton (p 100), Allerest (p 102) 

Business-to-business — May p 73 

Cable tv — April p 62 

Cookies and crackers — June 
p 123: Nabisco (p 126), Keebier 
(p 127), Sunshine (p 127), 
Pepperidge Farm (p 127), 
Archway (p 130), Entenmann’s 
(p 132), General Biscuits (p 132), 
Stella d’Oro (p 138) 

Financial services — May p 133: 
Merrill Lynch (p 136), Shearson 
(p 137), Dean Witter (p 137), Pru- 
Bache (p 140), PaineWebber 
(p 140), A.G. Edwards (p 142), 
Smith Barney (p 142), Thomson 
McKinnon (p 144), Kidder 
Peabody (p 146), Drexel Burnham 
(p 147) 

Frozen entrees — Sept. p 101: 
Lean Cuisine (p 104), Banquet 
(p 108), Stouffer's (p 110), Weight 
Watchers (p 112), Budget 


Hair colorings — Feb. p 113: 
Bristol-Myers (p 115), L’Oreal 
(p 118), Revion (p 118), Chattem 
(p 120), Combe (p 120), Carson 
Products (p 121), Soft Sheen 
(p 121) 

Hispanic tv — Nov. p 42 

Home shopping — Feb. p 24 

In-store advertising — Nov. p 33 

Marketing and media research — 
Oct. p 63 

Marketing successes — March 
p35 

Media All Stars — Dec. p 1 

Media costs — Aug. p 35 

Media department hiring — 
January p 28, June p 35 





ey 


Gourmet (p 114), Swanson (p 114) 


cated and just not up to the job of allocating 
millions of ad dollars. Reality: They’re get- 
ting a bad rap. Oct. p 36. 

The 1988 Media All Stars — M&MD’s 
All Stars, along with their Star Watch col- 
leagues, represent the best and the brightest 
in today’s agency media departments. Dec. 
p |, p 42. 

Mergers, purgers & British money — 


Media research — April p 46 
Near-luxury automobiles — Dec. 
p 135: Nissan Maxima (p 140), 
Volvo 240 DL/GL (p 142), BMW 3 
Series (p 142), Saab 900 (p 144), 
Mazda 929 (p 146), Audi 80 and 
90 (p 146), Toyota Cressida 
(p 151), Mitsubishi Galant Sigma 
(p 151), Peugeot 505 (p 151) 
Newspaper brand leaders — June 
p 65 
Personal computers — Jan. p 57: 
IBM (p 62), Compag (p 64), Apple 
(p 64), Epson (p 65), Leading 
Edge (p 66), Tandy (p 67), AT&T 
(p 68) 
Recruiting — Jan. p 28 
Scotch and blended whiskies — 
Aug. p 121: Dewar’s (p 123), J&B 
(p 123), Johnnie Walker Red 
(p 124), Chivas Regal (p 126), 
Cutty Sark (p 126), Seagram’s 7 
Crown (p 129), Kessler (p 130), 
Calvert Extra (p 130), 
Fleischmann’s Preferred (p 130), 
Imperial (p 130) 
Shelter magazines — April p 46 
Shopping via computer — Feb. 
p113 
Spot watchers — July p 30 
Syndication — Feb. p 73 
Toothpaste & mouthwash — April 
p 111: Crest (p 114), Colgate 
(p 116), Aqua-Fresh (p 118), Aim/ 
Close-Up (p 120), Listerine 
(p 120), Scope (p 122), Listermint 
(p 122), Signal (p 124), Act (p 124) 
Top 200 brands — July p 45 
Worldwide media directors — 
June p 54 
Wristwatches — Oct. p 117: Timex 
(p 21), Casio (p 123), Swatch 
(p 123), Armitron (p 125), Seiko 
(p 125), Citizen (p 126), Pulsar 
(p 128), Bulova (p 128), Rolex 
(p 130), Baume & Mercier (p 130), 
Cartier (p 132), Omega (p 132). 
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Sales promotion agencies apparently are the 
next item on the British agencies’ shopping 
lists. Dec. p 113. 


RORIRERHE EA IRENE kee 
BUSINESS PUBLICATIONS/ 
BUSINESS-T0-BUSINESS 


The know-it-alls — The latest news on 
going on-line with data-base-rich infor- 
mation services. Jan. p 74. 

Quality, awareness and intent to buy — 
Verlag defines the link between reader in- 
volvement and ad effectiveness. March 
p 140. 

The business press — The new deal. May 
p 73. 

Trade’s open book — Business-to-busi- 
ness publishers are expanding their role in 
the business marketing mix by giving cus- 
tomers more for their money. May p 74. 
The ARF/ABP study — The research 
proved advertising works. Now comes the 
task of getting people to notice. May p 79. 
Extras — Publishers have all but rein- 
vented the trade-page sell by adding on a 
range of services and ‘‘extras.’’ May p 87. 
Publishing’s new tie-in — Nation’s Busi- 
ness offers space advertisers time on it’s 
cable tv show. May p 92 (SR). 

Buyer back-talk — A nationwide survey 
of business-to-business agency experts pro- 
vides their views on the good, the bad and 
the trends in b-to-b. May p 95. 

The evolving trade media plan — To fill 
the gaps in b-to-b’s research, go ahead and 
create your own. (Bruce — ATSI) May p 
128, Retort — July p 14(LET). 

Trading up: Media costs — The pressures 
are on publishers to cover substantial cost 
increases without undercutting their adver- 
tising bases. August p 77. 

Yellow pages: A key to the maze — Ket- 
chum Yellow Pages shares its sophisticated 
yellow-page planning tool. July p 148; 
Sept. p 22 (LET). 

Targeting: It’s in the cards — Returned 
warranty cards helped National Demo- 
graphics & Lifestyles create a marketer’s 
research bonanza when put to use. Sept. 
p 121. 


‘*As They See It’? columns on business 
to business: 


Dave Williamson — Food for thought. The 
food-service industry has taken a giant step 
forward with its syndicated research effort. 
June p 116. 


Polling for dollars — The cable industry 
will actively pursue media dollars that will 
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be spent on political campaigns. Jan. p 14 
Rounding out the score — MSG’s cable 
service is abloom with merchandising op- 
portunities. Feb. p 10 (FF) 

Cable shoots the curl — Cable is becom- 
ing a player in syndication. Feb. p 92 
And now a word from their sponsors — 
TNN offers sponsors a chance to get prod- 
ucts into the program. March p 24 (FF) 
Cable tables — CAB cable facts 1988. 
March p 148 (EE) 

Radio becomes a video star — Radio for- 
mats available through cable hook-up. 
April p 24 (FF) 

Charging up — With 50% penetration, 
cable is ready to make its run as a main- 
stream buy. April p 62. 

The winning circle — Cable’s evolving 
sophistication in programing is leading to 
higher ratings. April p 70. 

A match made in erosion — Turner and 
Tribune combine cable and indies to cover 
the audience missed on network, while 
MTV Networks fields a similar buy for 
Nickelodeon’s dual-outlet fare. May p 78 
The cable report card — A look at how 
major cable companies fared in 1987. April 
p 80. Cable-Table correction on penetra- 
tion. May p 4 (LET) 

Los Angeles pool talk — In Los Angeles, 
cable players unite to bring in subscribers. 
June p 28 (FF) 

The Cable Ad Scorecard — Our guide to 
the top 20 agencies in cable, by billings. 
April p 85, Retort — July 14 (LET). 
Cable and the buying services — Media- 
buying services and cable. Aug. p 26 
Boom time: cable costs — This was their 
year, and sellers were out to make the most 
of it. August p 57. 

Filling the gap — Cable is out to make the 
most of its new fall season. Sept. p 30 (FF) 
Local cable comes of age — PC software. 
Oct. p 28 (FF) 

Current media hotspots — A closer look 
at what’s hot and what’s not in various me- 
dia segments. (Banks-ATSI) Oct. p 87 
People meters and cable — The cable in- 
dustry, for the first time, has comparable 
numbers for itself and broadcast. Dec. p 38 


‘*As They See It’’ columns on cable: 


Larry Kelly — The opportunity medium 
— There are many reasons not to use cable 
and there are many reasons why you 
should. August p 119. 

Margaret Rosser — Advertisers are add- 
ing ‘‘super cable packages’’ to their plans. 
Ads, print and promotion are all part of the 
plan. Sept. p 90. 

Francie Barson — Direct action — As 


cable grows, are direct-marketing clients 
being forgotten? Dec. p 122 


Which sex speaks louder? — The voice 
you hear is a woman’s, will her spot sell 
the product? March p 30 

Absolut-ly — Carillon Importers combines 
unique creative with unique media buys. 
April p 34 

Now you hear it . . . — While some dis- 
miss the notion of subliminal advertising, 
one ad person is testing audio tricks to get 
around broadcast restrictions. May p 32 
Back to the future — Several new cam- 
paigns have returned to old-faithful creative 
and succeeded in touching a nostalgic 
nerve. May p 30 

Straight for the gut — Fear as a selling 
tool is examined via several current ads that 
prey on business people’s insecurities. July 
p 26 

Now showing: Products! — Product 
placements in movie and tv shows are be- 
coming aS common as popcorn. August 
p 28 

The mystery advertisers — A risky, if 
eye-catching, execution: ads with no prod- 
uct copy or product name. Sept. p 34 
Ads as cliffhangers — New commercial 
technique which interrupts a commercial 
message and then allows it to continue in 
another ad unit. Oct. p 32 

Space invaders — Traditional media ad 
campaigns are getting increased support in- 
store to add punch to the sales message. 
Nov. p 30 

Athena speaks — The Newspaper Adver- 
tising Bureau shares a sampling of their 
1988 Athena-award winners. Dec. p 36 


Beyond name and address — Wunderman 
Worldwide’s Joel Tucciasone on advan- 
tages of advanced data bases. Feb. p 16 
Penneys’ strip act — Penneys is testing 
Softstrip, a small data strip that encodes 
demographic and psychographic profiles. 
Feb. p 16 

Direct with a difference — Wunderman 
Worldwide wins four creativity awards. 
March p 28 

Ladies first — Advertising women of New 
York discuss careers in direct marketing. 
March p 28. 

Eldred’s afterlife — Inmac user catalog to 
stay on top of the growing computer after- 
market. March p 85. 

Always a doctor in the house — the 
healthcare industry discovers direct mar- 
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keting. April p 32. 

The stranger within — Sears Roebuck 
tests catalog ads. April p 32 

DMA’s answer test — The DMA explores 
expanding use of direct marketing. April 
p 32 

Mailers rethink their stamp act — Direct 
marketers are looking for ways to skirt the 
hefty postage hike. May p 30 

B&D turns on the power — When Black 
and Decker acquired the small-appliance 
division of GE, competitors rubbed their 
hands in glee at the prospect of nabbing GE 
market share, however B&D proved 
stronger than they thought. May p 57 (FEA) 
Extras, extras — Publishers have all but 
reinvented the trade-page sell by adding on 
a range of services and ‘‘extras.’’ Buyers 
admit they make all the difference in plan- 
ning a schedule. May p 87 (M) 

O&M hops directly to the top — Ogilvy 
& Mather Direct moves to the top of the 
direct-marketing-agency scorecard. June 
p 24 (DM) 

Postal blues — The huge increase in postal 
rates has direct marketers scurrying for 
ways to save their businesses. June p 99 
Making the most of the mail — Promo- 
tion’s champion, the free-standing insert, 
still reigns, but mailers are busy offering 


Black & Decker — May p 57 
Broadcast International — May p 67 
Budweiser — March p 91 


Campbell Soup Co. — Oct. p 78 
Carillon Importers — April p 34 (CC) 
Carnival — March p 101 

Clarion — March p 61 

Colgate Palmolive Co. — Feb. p 51 
Coors, Adolph, Co. — Jan. p 78 


Walt Disney Co. — Nov. p 59 


Ford Motor Co. — March p 45 
Fruit of the Loom — April p 55 


Gillette — April p 74 


Tommy Hilfiger — March p 79 
Hanes Knitwear Inc. — April p 55 


IBM — Feb. p 24 
Inmac — March p 85 


Keliogg Co. — March p 70 
Kraft Inc. — June p 48, Sept. p 129 
(OD) 
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targeted options. June p 152 (SP) 
Answering the call for reform — A record 
breaking number of bills restricting tele- 
marketers are being considered by Con- 
gress. July p 24 (DM) 

The industry’s top money makers — Tar- 
get Marketing magazine’s list of the top 15 
best-paid executives in direct marketing in 
°87. July p 24 

In search of safe ground — Pow! The 
postal punch has the direct marketing in- 
dustry cutting back to cover costs while 
hopefully maintaining growth. August 
p 107. 

Gold from silver — Study by Goldring & 
Co. highlights the need for direct marketers 
to further tap the silver-haired set. August 
p22. 

A production partner — DirectPro, a new 
service unit of AyerDirect, is set up to help 
direct mailers manage campaigns. Aug. 
p 22 (DM) 

The business signals — Conference Board 
study finds that telemarketing techniques 
are being added to traditional sales ap- 
proaches. Sept. p 10 

A craving for coupons — Hispanics out- 


MCA/Universal — Nov. p 59 

Market Development Inc. — Feb. 
p51 

McDonald’s — March p 38 


Nike — March p 55 


P-O-P Radio — May p 67 
Paramount — March p 109 


R.J. Reynolds Tobacco Co. — Oct. 
p 140 (PCP) 
RJR Nabisco — April p 78 


Seagrams — March p 91, May p 20 
(UD) 

Sears Roebuck & Co. — Feb. p 24, 
March p 146 

Suzuki —- March p 45, May p 20 
(UD), Oct. p 51 


3M Co. — Sept. p 64 (SB) 

The Travelers — Sept. p 90 (ATSI) 
Trintex — Feb. p 24 : 

Visa International — Sept. p 64 (SB) 


(ALSO SEE BRAND REFORTS) 
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perform the nation as a whole in their use 
of coupons. Oct. p 14 

On bypassing the Post Office — More 
notes on the alternative delivery meeting of 
the minds. Oct. p 14. 

A model for the 21st century — Pierre 
Passavant of Wunderman Worldwide calls 
for a new approach to direct marketing. 
Nov. p 24 

Amex’s small charge — American Ex- 
press is launching, via a direct response 
campaign, a corporate charge card targeted 
to small businesses. Nov. p 24 

Private lessons — Jonathan Linen of 
American Express Travel Related Services 
warns the industry to respect its customers 
before the government does it for them. 
Dec. p 20 

Direct data mates — Saatchi & Saatchi 
Direct, Inc. merges with CMS Direct. Dec. 
p 20 

Direct action — As cable grows, are di- 
rect-marketing clients being forgotten? 
(Barson — ATSI) Dec. p 122 


RE RRR BONES aE 
GOVERNMENT REGULATION/ 
ON THE DOCKET 


Coors finds strength in labeling — Coors 
is suing the government to get an alcohol 
rating on their label. Jan. p 78. 

A quake in the making? — California’s 
proposition 65 may impose labeling re- 
quirements on products that never carried 
them before. Feb. p 126. 

Food for thought — more thought is going 
into food labels as marketers are making 
the most of nutritional claims. March 
p 130. 

The syndex complex — The FCC is con- 
sidering an about-face on its position re- 
garding syndication exclusivity of 
programing. April p 146. 

Unfair ad guidelines — Pending regula- 
tory actions threaten to restrict the use of 
tv and radio to primarily image advertising. 
April p 137.(BB) 

Kidvid: The Hill heats up — All that talk 
about kidvid legislation has turned into ac- 
tion on the Hill. Various measures are cur- 
rently under debate. May p 156. 
Advertising’s new world warriors — 
Two new ad councils, one formed by ex- 
isting groups, are adding their voices on 
advertising issues. June p 154. 
Answering the call for reform — A record 
breaking number of bills restricting tele- 
marketers are being considered by state leg- 
islatures. July p 24. 

Burning down the house — A number of 
bills still pending suggest the future, or lack 
thereof, of tobacco advertising. Aug. 
p 142. 

Say cheese! — Kraft’s unusual position re- 
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garding challenges to their nutrition claims 
for Kraft Singles. Sept p 129. 

Adland’s new PAC men — A new action 
committee hopes to succeed where asso- 
ciations have failed and protect advertising 
interests on the Hill. Oct. p 145. 
Weighing in on must-carry — Three stud- 
ies sum up the positions of the principals 
in television’s must-carry debate. Nov. 
p 110. 

Environmental marketing — The next 
wave — The EPA is about to drop the en- 
vironmental issue into marketers’ laps. 
Dec. p 174. 


LAST WORD 


Too many advertising students? — The 
concern over this problem is based on too 
narrow a view of the discipline’s applica- 
tions — Dr. Charles Patti, Jan. p 88., Reply 
— April p 14 (LET) 

Is tv’s golden age at its end? — The rise 
and fall of network television — Eugene 
Secunda. Feb. p 128. 

A look back at our 1986 marketing suc- 
cesses — Most fared well in a tough year. 
March p 152. 

Cynicism and creativity — A warning to 
advertisers to take America’s new cynicism 
into account when creating ads —- Donald 
L. Kanter. April p 152. 

A mature perspective — It is argued that 
marketers are failing to appreciate the com- 
plexity of the elderly — George P. Mochis. 
May p 168. 

Globally speaking — It is ironic that, as 
global marketing becomes a reality, mar- 
keting education is failing to teach its lan- 
guage — literally John Graham. June p 
160. 

Ethics: A pragmatic view — Guidelines 
for the ethical performance of marketing 
and advertising professionals are needed to 
restore credibility to the business — Allan 
V. Palmer. July p 160. 

Media selection on a PC — Media selec- 
tion can now effectively be done by using 
readily available PC-based models — Wil- 
liam Danko. Aug. p 144 

Strategy or execution? — The strategy 
versus execution debate is yielding some 
new answers — Robert Kopp. Sept. p 144 
How about a real expert on the FTC? — 
Isn’t it about time we had some practicing 
businesspeople on the Federal Trade Com- 
mission? — Ralph D. Davis. Oct. p 160. 
Those othe: hidden persuaders — Fac- 
tors to consider when trying to determine 
how advertising works — Peter Wright. 
Nov. p 132. 

The Media All Stars — How it was done 
— These comments give you an idea of 
how we narrowed the list. Dec. p 184. 
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Clip and save — Magazines that cut their 
guaranteed circulation have a lot of ex- 
plaining to do, but agencies are willing 
these days to listen. — Feb. p 35. 
Taking control — Can a magazine cut cir- 
culation costs, improve demographics and 
still show growth? Some publishers are 
trying by adding controlled circula- 
tion.(SB) — Feb. p 40. 

Home’s new wings — The shelter maga- 
zines are busy building new identities as 
home becomes a way of life for aging baby 
boomers. April p 47. 

Do-it-yourself publishing — Despite high 
cost and little research on their impact, 
many major marketers feel that custom 
made magazines are worth the investment. 
June p 39, Aug. p 8 (LET). 

Racking ’*em up — Dr. Samir Hunsi’s 
guide to new magazines is out in its third 
edition with a record total of entries. July 
p 22. 

Making ends meet: Media costs — Ad- 
vertisers and readers will both pay higher 
prices for magazines in the next year to help 
offset some basic cost increases. Aug. 
p 67. 

Required reading — Despite the departure 
of three national efforts from the college 
media scene, many advertisers still recog- 
nize the potential of this market. Sept. 
p 55, Nov. p 10 (LET). 

Big Brands, Small Books — A trendy 
group of advertisers is finding that small- 
circulation magazines aimed at the urban 
hip can give a big boost to a traditional 
media plan. Oct. p 54. 

Adding to the vocabulary — A guide to 
existing research options, medium by me- 
dium with examples of how they are hook- 
ing up with marketing and research firms. 
Oct. p 70. 

Recipes for growth — In a publishing field 
glutted with options, non-food advertising 
has become crucial for food-magazine 
growth. Nov. p 48, Dec. p 17 (PB). 
Magazine ad scorecard: 

Jan. p 86 

Feb. p 124 

March p 148 

April p 148 

May p 166 

June p 158 

July p 158 

Aug. p 139 

Sept. p 140 

Oct. p 156 

Nov. p 126 

Dec. p 180 


February 1989 


**As They See It’’ columns 
on magazines: 


Garfield Ricketts — The insert option — 
Inserts: one affordable solution to high print 
costs that gets an added boost from mer- 
chandising add-ons. Jan. p 48. 

Carol Karasick — Are they selling what 
we’re buying? — magazine sales teams are 
not always in touch with what agency me- 
dia people are looking to buy. Feb. p 102. 
Michael Gross — A special interest in au- 
dits of special-interest publications — 
While audits of special interest publications 
make sense, they could cost more than was 
bargained for. March p 118. 

Debbie Solomon — Perception and com- 
munication — tips for sellers to get their 
message across. April p 96. 

Geri Donnelley — The ianguage of ne- 
gotiation — Print buyers should be skilled 
in negotiation as the medium opens up. 
May p 120. 

Ron Lawrence — The valued Reader — 
The price readers pay to get anew magazine 
puts a new spin on assessing its value to 
advertisers. There’s a formula to aid the 
cause. June p 106, Oct. p 10 (LET), Nov. 
p 10 (LET). 

David Lehmkuhl — Playing by the rules 
— Why are we strict in our criteria for 
judging mainstream magazines, but readily 
dismiss the rules when looking at new-wave 
products. Aug. p 116. 

Richard Bonds — From all angles — Ef- 
fective print planners must overcome buy- 
ing complexities with a thorough 
understanding of the magazine process and 
the options available. Sept p 96. 

Karen Ritchie — Taking a page from tv 
— Lintas: USA has a plan to broadcast 
negotiating techniques to print without sac- 
rificing quality. Oct. p 97. 

Garfield Ricketts — The ABC’s of ABC 
statements — Audit Bureau of Circula- 
tions’ statements offer numerous ways to 
assess a title’s health. Nov. p 84. 
Richard Bonds — The share specialist — 
The new facts of negotiating space call for 
a new sophistication. Dec. p 126. 


tinder construction — The major broker- 
age firms are faced with the challenge of 
calming clients’ fears while differentiating 
themselves from their competitors. Jan. 
p 37, Update — Nov. p 26. 

The last great hope — Trintex, a joint 
venture from IBM and Sears, takes its first 
bold step into the marketplace. — Feb. 
p 24. 

Seeing is believing — by studying a culture 
first hand, you increase your chances of 
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successfully creating and marketing prod- 
ucts to serve its needs and wants. Feb. 
p 51. 

A look back at our 1986 marketing suc- 
cesses. — Most fared well in a tough year. 
March p 152 (LW). 

Inspector 12 takes on the fruits — Fruit 
of the Loom and Hanes are in a tug-of-war, 
each trying to get a bit of the other’s market 
share. April p 55. 

Planograms: friend or foe — Major mar- 
keters, recently the hostages of powerful 
retailers, are regaining a bit of leverages 
through shelf-management systems — 
planograms. May p 48. 

B&D turns on the power — When Black 
& Decker acquired the small-appliance di- 
vision of GE, competitors hoped to nab 
GE’s market. But, B&D proved stronger 
than they thought. May p 57. 

Taking shape — Kraft Inc. is moving back 
into the kitchen to concentrate on its 
strength: cooking up new and better food- 
marketing success stories. June p 48. 
Postal blues — The huge increase in postal 
rates has direct marketers scurrying for 
ways to save their businesses. June p 99. 
Just the FAX, please — The boom is on 
for FAX machines, those handy devices 
that send copies of just about anything via 
the telephone lines. July p 127. 

Required reading — Despite the departure 
of three national efforts from the college 
media scene, many advertisers still recog- 
nize the potential of this market. Sept. 
p55. 

The Olympics — The only sure thing about 
Olympic sponsorships is that they’re going 
to cost a lot of money. After that, it’s a 
matter of opinion whether you get your 
money’s worth. Sept p 64. 

Chilling out — Grocer’s refrigerated cases 
are overflowing with fresh new products 
with a nice profit margin and a growing 
market. There is shelf life. Oct. p 45. 
Sons of Samurai — Without so much as 
a look over its shoulder, Suzuki is rolling 
out two new models this fall to join its 
beleaguered Samurai. Oct. p 51. 

The research age — New technologies and 
new points of view are leading to the mar- 
riage of marketing and media research re- 
sulting in the best understanding to date of 
what motivates consumers — if you can 
understand the numbers. Oct. p 63. 

What exists, what’s ahead? — Medium 
by medium, a guide to existing research 
options, with examples of how they’re 
hooking up with marketing research efforts. 
Oct. p 69. 

A User’s tale — Campbell’s Soup’s mar- 
keting and media departments are working 
together to decipher the potential of single 
source media. Oct. p 78. 

Supermarket sweepstakes — Research is 
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leading marketers into the stores to test new 
media options, bringing the agency along 
to help out. Nov. p 33. 

The search for E! Dorado —— Two Anglo- 
owned companies are putting some spice 
into the Hispanic television business. 
Hence, hispanic audiences can expect new 
programming. Nov. p 42. 

Screen gems — Two new animated movies 
offer textbook tie-ins for marketers. Nov. 
p 59. 


Marketing Successes of 1987: 


Anheuser-Busch 
Carnival Cruise Lines 
Clarion (Noxell) 
Inmac 

Kellogg Co. 


March p 91. 
March p 101. 
March p 61. 
March p 85. 
March p 70. 
McDonald’s March p 38. 
Nike Inc. March p 55. 
Paramount Pictures Corp. March p 109. 
Suzuki’s Samurai March p 45, May p 20 
(UD). 
Tommy Hilfiger (Murjani) March p 79. 
‘*As They See It’’ on marketing: 


Mery] Freeman — Creating an image — 
The California raisins offer a dramatic ex- 
ample of what a little image can do. Feb. 
p 102. 


MEDIA BUYING 


On-air promotion — The big prize on 
game shows is a chance to take advantage 
of bargain-basement rates for paid on-air 
promotional announcements. Jan. p 23. 
The insert option — One affordable so- 
lution to high print costs that gets an added 
boost from merchandising add-ons. (Rick- 
etts — ATSI) Jan. p 48. 

A new year, a new role — A planner’s 
guide to what’s happened and wnat lies 
ahead. (Walls — ATSI) Jan. p 51. 

State radio networks — State networks 
offer a good regionalized media option to 
a wide range of marketers. (McGuire — 
ATSD Jan. p 51. 

Cut rate bases — Magazines that have cut 
their guaranteed cir-ulation have a lot of 
explaining to do, but agencies are willing 
these days to listen. Feb. p 35. 

New Age — the next rage — the quiet 
sounds are making noise in radio circles. 
Feb. p 45. 

Dig in — A bit of digging can uncover a 
wealth of insights for the media planner. 
(Lehmkuhl — ATSI) March p 117. 

An objective for everyone — define your 


objective before working on a plan. (Martin 
— ATSI) March p 124. 

The thinking edge — The computer has 
allowed buyer and seller to go beyond the 
numbers and make the most of the radio 
medium. (Michaelson — ATSI) March 
p 126. 

Cutty cost-saver -- A new media buying 
plan (split page) saves money. April p 17 
(PB). 

Cable — Advertisers increasingly are em- 
ploying cable as a strategic part of the me- 
dia mix. April p 65. 

The language of negotiation — Print buy- 
ers should be schooled in negotiation as the 
medium opens up. (Donnelly — ATSI) 
May p 120. 

Videocassettes — The development of vid- 
eocassettes as an ad medium is happening 
with little media department involvement 
so far. July p 39. 

Upfront: Let the season begin — Adver- 
tisers, agencies and network sellers are 
busy with upfront buying. A complete day- 
part-by-daypart menu of the network tv 
marketplace. May p 36, Update — Aug. 
p 8 (LET). 

Efficiency versus effectiveness — A look 
at three tactical buying plans that satisfy 
varying strategies. (Mancini — ATSI) 
Aug. p 114. 

Playing by the rules — Why are we strict 
in our criteria for judging mainstream mag- 
azines, but readily dismiss the rules when 
looking at new-wave projects. (Lehmkuhl 
— ATSI) Aug. p 116. 

Cable yeas and nays — There are many 
reasons not to use cable and many reasons 
why you should. (Kelley — ATSI) Aug. 
p 118. 

Media selection on a PC — Media selec- 
tion can now effectively be done by using 
readily available PC-based models. Aug. p 
144 (LW). 

Consolidated buying — Looming over the 
industry is the scepter of consolidated me- 
dia buying brought on by joint ventures 
among competing advertising agencies. 
Sept. p 49. 

Global’s tall erder — Though ‘‘global 
media’’ sounds like a lot of hype, it merits 
aggressive exploration. (Papazian — 
ATSI) Sept. p 83. 

The forgotten daypart — With all the at- 
tention garnered by cable, prime-time pack- 
ages on independents often prove to be a 
good deal left by the wayside. (Cole — 
ATSD) Sept. p 94. 

From all angles — Effective print planners 
must overcome buying complexities with a 
thorough understanding of the magazine 
process and the options available. (Bonds 
— ATSD) Sept. p 96. 

Ads as cliffhangers — New commercial 
technique which interrupts a commercial 
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message and then allows it to continue in 
another ad unit. Oct. p 32 (CC). 

Big brands, small books — A trendy 
group of advertisers is finding that small- 
circulation magazines aimed at the urban 
hip can give a big boost to a traditional 
media plan. Oct. p 54. 

Spot-buying basics — A project to test 
young planners’ perceptions and abilities in 
planning spot radio buys. (McGuire — 
ATSI) Oct. p 100. 

New ways to play ragtime — New ser- 
vices are breaking through to offer new 
ways to buy remnant ad time. Oct. p 136. 
For one for all? — Special campaigns for 
special markets are debated — Advertisers 
outline their efforts to address market sub- 
segments. Oct. p 140. 

Once is not enough — It’s not enough to 
dazzle the consumer; you have to keep on 
dazzling him to have your message remem- 
bered. (Martin — ATSI) Nov. p 75. 
Media clout: Most often a myth — Con- 
solidated clout may be a hot topic, but the 
cold facts say it doesn’t always work. (Lev- 
enson — ATSI) Nov. p 84. 

The future of national spot sales — Are 
the national sales organizations headed for 
obsolescence? (Bielicki — ATSI) Nov. p 
86. 

The share specialist —- The new facts of 
negotiating space call for a new sophisti- 
cation. (Bonds — ATSI) Dec. p 126. 
The impact of multi-set viewing on plan- 
ning — Multi-set tv households require 
new measures to convert existing data. 
(McSherry — ATSI) Dec. p 132. 

Where lies the better buy? — Some 
thoughts on the in-house/agency debate. 
Dec. p 170 (PCP). 


SONS SAE EN TEA 
MEDIA COSTS 


Our readers tell us — Poll of readers cov- 
ers first half of ’88 outlook on ad budgets. 
Jan. p 80 (PCP). 

Media costs 1989 — Easy does it — Agen- 
cies warn ‘‘go slow’’ but admit that some 
media have strong arguments to back their 
planned rate increases. Media Survey ta- 
bles. Aug. p 32. 

Economic forecast — Steady as she goes 
— An inching up of inflation, a bit of a 
rise in interest rates and other probiems lead 
Wall Street experts to be baby-bearish 
about the year ahead. Aug. p 35. 

Trends — As Saatchi sees it -- Betsy 
Frank of Saatchi & Saatchi DFS Compton 
takes a look at rates for the year past and 
outlines what her agency expects for the 
years ahead. Aug. p 43. 

Television — Under attack by people 
meters, electronic alternatives and even 
their own writers, television will be a roller 
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coaster ride in the year ahead. Aug. p 48. 
Cable — This is their year, and sellers are 
out to make the most of it. Agency buyers 
are willing to meet them halfway. Aug. 
p 57. 

Radio — Radio gets a bad reception to any 
plans for increases. In fact, some rates fall. 
Aug. p 63. 

Consumer magazines — Advertisers and 
readers will both pay higher prices for mag- 
azines in the next year to help offset some 
basic cost increases. Aug. p 67. 

Business magazines — Aug. p 77 
Newspapers — Aug. p 85 

Outdoor — Aug. p 95 

Yellow pages — Aug. p 101; Dec. p 6 
(LET). 

Direct marketing — Aug. p 107. 


Media Cost Index: 
Jan. p 86 
Feb. p 124 
March p 148 
April p 148 
May p 166 
June p 158 
July p 156 
Aug. p 139 
Sept. p 140 
Oct. p 156 


Ambrose, Dan 
Bear, Stephen E. 
Blair, Bobbi 
Butler, Scot 
Caffrey, Ken 
Cohen, Alysia 
DiCamillo, Gary 
Dimsey, Peter 
Farella, Steven 
Fenton, Tim 
Flynn, Walter 
Friedman, Robert 
Golstein, Marc 
Goldston, Mark 
Grimes, William 
Jurmain, Alan 
Lamattina, Larry 
Phillips, Reed 
Pranzo, Gary 
Reuschle, Bob 
Russell, Marybeth 


publisher 

president 

vp of media 

media dir. 

dir. worldwide media 
vp mktg strategy 
pres. US power tools 
exec vp/markt. & adv. 
vp/dir corp med servs 
pres. 

founder 

sr. vp, mktg & prom. 
sr. vp/brdct. & prgm. 
marketing coach 
president & chf off. 
vp, media dir. 

dir. mktg. svces. 
founder 

exec vp/dir comm serv 
media dir. 

group president 


een nanan 
PRO FILES 


Saxton, Paul 
Schmid, Charles 
Smith, William 
Udell, Rochelle 
Volpe, Loretta 
Wager, W. David 
Wurtzel, Alan 
Yates, Sandra 
Zucchi, Daniel 





pres. cookware div. 
sr. vp, marketing 
vp, mktg. & sales 
editorial dir. 

sr. vp/dir., media 
president 

sr. vp/mktg & res. 
president 
vp/publisher 


Nov. p 126 
Dec. p 180 


aR REI 
MEDIA DEPARTMENTS 


Research — After years behind the scenes, 
media researchers are coming to the fore- 
front at the agencies. April p 40. 

The job market — While seasoned plan- 
ning talent is finding an open door, the job 
outlook for college grads, entry-level can- 
didates is grim. June p 35. 

Global media directors at advertising 
agencies — Major agencies argue over who 
was the first to create media’s new top title, 
global media director. They agree that to- 
morrow’s top agencies will be those who 
can carry the whole world in their plans. 
June p 54. 

Videocassettes as a medium — The de- 
velopment of videocassettes as an ad me- 
dium is happening with little media 
department involvement — so far. July p 
39. 

Planners: The real story — Perception: 
Planners are inexperienced, unsophisti- 
cated and just not up to the job of allocating 
millions of ad dollars. Reality: They’re get- 
ting a bad rap. Oct. p 36. 

In-house vs. the media department — 
Some thoughts on the in-house /agency de- 
bate. Dec. p 170 (PCP). 


Father's Magazine 
Bristol Myers 

Walt Disney 

Fallon McElligott 

Ogilvy & Mather 
Seagram Beverage Co. 
Black and Decker 
MasterCard International 
Wells Rich Greene 
BUK&E Direct 

FCVF Comm’s/Public TV Reps 
MTV 

Lintas:USA 

Reebok Int’! Ltd. 
Univision Inc. 

Scali, McCabe, Sloves 
Lintas: Worldwide 
Father's Magazine 
Young & Rubicam 

J. Walter Thompson 
Family Media 

General Housewares Corp. 
Miller Brewing Co. 
Sunbeam Appliance Co. 
Conde Nast 

Griffin Bacall 

Team One 

ABC Television Network 
Fairfax Publications 
Redbook 
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MEDIOLOGY/PLANNING 


Defining media — New options and new 
goals lead to a new meaning for ‘‘media.’’ 
(Phelps) Jan. p 47. 

People meters: a quantitative or quali- 
tative tool? — People meters’ qualitative 
promise has been buried by the rating de- 
bate. (Papazian) Feb. p 101. 

Dig in — A bit of digging can uncover a 
wealth for the media planner. (Lehmkuhl) 
March p 117. 

Objective thinking — Define your objec- 
tive before working out a media plan. (Mar- 
tin) March p 124. 

Kidvid: seeking new directions — Kids 
don’t need another hero to watch on tv. 
Time to try new genres or cycles of pro- 
graming. (Papazian) April p 95. 

The part-time solution — In planning, 
part-time workers can be fit in the work 
schedule. (Olson/Sullivan) April p 106; 
July p 14 (LET). 

Our global marketplace — The global ad- 
vertising marketplace is mapped out in de- 
tail. (Link) May p 108. 

Regionally speaking — Regional shops 
can borrow from national strategies, but 
only so far. (Stewart) May p 124. 
Radio’s image — For radio the problem is 
lowly image with marketing/brand man- 
agement. (Papazian) June p 105. 

Zen and the art of media — Some simple 
creative guidelines can help your media 
plan stand out from the crowd. (Gugliotta) 
June p 118. 

Commercial ratings: All things consid- 


ATV Advertising Television — March 
p 10 

America Entertains — April p 36 

American Magazine (TNN) — March 
p 24 (FF) 

Betsy McCall — Aug. p 17 (PB) 

Father’ s Magazine — Feb. p 6 (PRO) 

First for Women — Nov. p 22 

Food Arts — Oct. p 8 

Galactic Radio — April p 24 (FF) 

InfoMat — May p 22 

International Advertiser — June p 22 

ITC Desktop — Dec. p 24 

Lear’s — June p 22 


p 22 
McCall's Silver Edition — July p 18 
(PB) 
Memories — March p 10 
Model — May p 22 
Monitor Newsworld —— May p 18 (PB) 
Movietime — Feb. p 10 (FF) 





Magazine start-ups, 1987 edition — July 
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ered — Commercial audience ratings are 
considered from the practitioners’ point of 
view. (Solomon) July p 135. 

Beware of invisible advertising — Inef- 
fective media weights can result in adver- 
tising that will not be seen. (Sandborg) July 
p 137. 

The silent majority: ABC, CBS and NBC 
— The big three tv networks should remind 
the ad world of their strengths. (Papazian) 
Aug. p 113. 

Facts and fantasy — The road to planning 
success is paved with misconceptions. 
(Walsh) Aug. p 118. 

Global’s tall order — Though ‘‘global 
media’’ sounds like a lot of hype, it merits 
aggressive exploration. (Papazian) Sept 
p 83. 

Current media hotspots — A closer look 
at what’s hot and what’s not in various me- 
dia segments. (Banks) Oct. p 87. 

The challenge of media buying and plan- 
ning — The role of the media strategist is 
redefined in light of recent advances. 
(Walsh) Oct. p 104. 

Once is not enough — it’s not enough to 
dazzle the consumer; you have to keep on 
dazzling him to have your message remem- 
bered. (Martin) Nov. p 75. 

Single-source research — Single source 
has promise but beware of thinking its been 
fulfilled. (Carlin) Dec. p 115 

The impact of multi-set viewing on plan- 
ning — Multi-set tv households require 
new measures to convert existing data. 


National Polo Journal — Dec. p 18 (PB) 

Nation’ s Business Today — Feb. p 111 
(BB) 

New Family — Feb. p 18 (PB) 

Northeast International Business — April 
p 36 

Nu-Cable Resources — April p 24 (FF) 

Popcorn Report, The — Feb. p 111 (BB) 

Remote Control — Jan. p 8 

Second Wind — June p 22, Sept. p 22 
(LET) 

Soap Opera Update — Jan. p 8 

Telemundo — Nov. p 42 

Turner Network Television — Sept. p 28 

TV Sports — Dec. p 24 

World Monitor — Wlay p 18 (PB) 

Working Mother Bulletin Poster — April 
p 18 (PB) 

Univision — Nov. p 42 

USA TODAY: The Television Show — 
August p 20 








(McSherry) Dec. p 132. 


The 1987 Newspaper Brand Leaders — 
Included are: top 100 corporate advertisers, 
top three brands in fifty categories, clas- 
sification totals, in-depth examination of 
automotive, cigarette and travel spending. 
June p 65. 

Back to basics: newspaper ad rates — 
National is still high priority, but retail and 
classified problems are distracting some 
publishers. August p 85. 

Big Apple ink — New York City’s four 
dailies fight a battle for readers and adver- 
tisers. Sept p 74, Nov. p 10 (LET). 
Adding to the vocabulary — A guide to 
existing research options. Oct. p 73. 
Athena speaks — The Newspaper Adver- 
tising Bureau shares a sampling of their 
1988 Athena-award winners. Dec. p 36. 


‘‘As They See It’’ columns on news- 
papers: 


Debbie Solomon — A compromise in bulk 
— The bulk-circulation compromise moves 
those numbers to page one of the audit sheet 
but keeps them separate from paid figures. 
Feb. p 106. 

Michael Gross — Accentuate the positive 
— one creative option to avoid big costs: 
smaller units. May p 126. 

Ken Bielicki — Why we don’t buy — The 
usual reasons cited for not puiiing national 
dollars into newspapers miss the point. It’s 
simply a matter of perception. July p 138, 
Sept. p 22 (LET). 

Geri Donnelly — The view from the 
1990’s: How to remain competitive — 
Newspapers will have to adopt a new mar- 
keting stance and weigh opportunities in the 
local vs. national marketplace. Nov. p 79. 


OUT-OF-HOME 


Local heroes: Media costs — Local ad- 
vertisers demand is lending support to out- 
door’s plan for rate increases next year. 
Aug. p 95. 

Adding to the vucabulary — A guide to 
existing research options. Oct. p 76. 


TNE A OE ARE AP: 
POINT/COUNTERPOINT/POLL 


Francis H. Schott and John K. Langum 
— Economic outlook for 88. Jan. p 80. 
Robert H. Bolte and Pier Mapes — Tv 
clutter. March p 144. 

Stephen W. Rutledge and Michael K. 
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Lorelli — Videocassette ads: pause or 
play? May p 154. 

Al E. White and Elizabeth A. McMahon 
— Agency services: A shopper’s guide. 
July p 146. 

Pauli Bolouri and Stephan Sussman — 
Radio’s research ratings. Sept. p 136. 

N. Page Murray III and John T. Wine- 
brenner — General vs. specialized cam- 
paigns. Oct. p 140. 

Jan Soderstrom and Mary Lou Quinlan 
— Considering clout. Nov. p 118. 

Mary Jane Lawhon and Mark A. Reiss 
— In-house vs. the agency: Where lies the 
better buy? Dec. p 170. 


New Age: The next rage — The quiet 
sounds are making noise in radio circles. 
— Feb. p 45, April p 24 (FF). 

P-O-P goes radio — Customized radio- 
like broadcasts now fill the air in major 
retail chains, complete with deejays, pop 
tunes and store specific advertising. May 
p 67. 

Now you hear it... — While some dismiss 
the notion of subliminal advertising, one ad 
person is testing audio tricks to get around 
broadcast restrictions. May p 32 (CC). 
Bad reception: radio ad rates — Radio 
is getting a bad reception for any plans for 
increases. In fact, some rates are falling. 
August p 63. 

Radio’s research ratings: Primary source 
— Arbitron, by Paula Bolauri; primary 
source — Birch, by Stephan Sussman. 
Sept. p 136 (PCP). 

Adding to the vocabulary — A guide to 
existing research options. Oct. p 70. 
Birch sample — In the fight for local mar- 
ket radio-rating supremacy, Birch is spend- 
ing $2 million to increase its sample size 
and stability. Nov. p 115 (BB) 


‘*As They See It’’ columns 
on radio: 


Dennis McGuire — State radio networks 
— State radio networks offer a good re- 
gionalized media option to a wide range of 
marketers. Jan. p 51. 

Sam Michaelson — The computer has al- 
lowed buyer and seller to go beyond the 
numbers to make the most of the radio me- 
dium. March p 126. 

Don Cole — Radio personalities may not 
all have the pitch power to back up your 
buy. April p 102. 

Ed Papazian — For radio, the problem is 
lowly image with marketing/brand man- 
agement. June p 105. 

Dennis McGuire — Spot-buying basics — 
A project to test young planners’ percep- 
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tions and abilities in planning spot radio 
buys. Oct. p 100. 

Ken Bielicki — The future of national spot 
sales — Are the national sales organizations 
headed for obsolescence? Nov. p 86. 


The know-it-alls — The latest news on 
going on-line with data-base-rich infor- 
mation services. Jan. p 74 (TT). 

Seeing is believing — By studying a cul- 
ture first hand, you increase your chances 
of successfully creating and marketing 
products to serve its needs and wants. Feb. 
p 51. 

A deluge of data — confusion reigns in a 
year of ratings paradoxes. Feb. p 87. 
Counting VCR heads — A!exander & As- 
soc. develops new measu;ement system for 
new medium — viceocassett’s March 
p 24 (FF). 

Quality, awareness and intent to buy — 
Verlag defines the link between reader in- 
volvement and ad effectiveness. March 
p 140 (TT). 

The curtain rises — inextia researchers are 
coming into the forefront of advertising 
agencies. April p 40. 
Valentine-Radford’s CUBE concept — 
An attitudinal approach to evaluating con- 
sumer buyer habits via the CUBE approach. 
April p 140. 

The ARF/ABP study — The ARF/APB 
study landed with barely a sound, despite 
agency cries for this kind of research. The 
next phase promises to make more noise. 
May p 79 (R).. 

Planograms: friend or foe? — Major mar- 
keters, recently the hostages of powerful 
retailers, are regaining a bit of leverage 
through shelf management systems — plan- 
ograms. May p 48. 

Buyer back-talk — A nationwide survey 
of business-to-business agency experts pro- 
vides their views on the good, the bad and 
the promising trends in business-to-busi- 
ness. May p 95. 

The evolving media plan — To fill in the 
gaps in b-to-b’s research, go ahead and cre- 
ate your own. (Bruce — ATSI) May p 128; 
July p 14 (LET). 

A different ratings race — As Percy takes 
his tentative first steps, the ratings race 
shifts gears to commercials. June p 10. 
Food for thought — The food-service in- 
dustry has taken a giant step forward with 
its syndicated research effort. (Williamson 
— ATSI) June p 116. 

Conquest: A hands-on appraisal — The 
Conquest data system has made one con- 
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quest of its own: Alok Brara of J. Walter 
Thompson. June p 148 (TT). 

A dream come true — Technology and 
hot competition among research firms are 
helping speed the arrival of commercial au- 
dience rating systems. July p 390. 
Commercial ratings — Commercial au- 
dience ratings are considered from the prac- 
titioner’s point of view. (Solomon — 
ATSI) July p 155. 

Radio’s research ratings — A debate, Ar- 
bitron vs. Birch Sept. p 136 (PCP). 

The research age — New technologies and 
new points of view are leading to the mar- 
riage of marketing and media research. Oct. 
p 63. 

Newspeak — The bundling of data bases 
creates new worlds that marketers and 
agencies are only beginning to understand. 
Oct. p 64. 

Adding to the vocabulary — A guide to 
existing research options, medium by me- 
dium, with examples of how they are hook- 
ing up with marketing and research firms. 
Oct. p 69. 

Learning the terms — Campbell Soup’s 
marketing and media departments are 
working together to decipher the potential 
of single-source data. Oct. p 78. 
Promotion research — As research takes 
on new significance, pre-testing and eval- 
uation are brought up to date. Oct p 148. 
Containing the data boom — Data man- 
agement is taking on new significance in 
media’s research-driven environment. New 
services profiled. Nov. p 10. 
Single-source — How single-source data 
development projects are progressing. Jan. 
p 20 (UD). 


“As They See It’’ columns 
on research: 


Ed Papazian — People meters: a quali- 
tative or quantitative tool? — People meters 
qualitative promise has been buried by the 
ratings debate. Feb. p 101. 

Steve Sternberg — Measuring VCR play- 
back — BJK&E offers a formula for adding 
in ad exposure via VCR playback. March 
p 122. 

David Slavick — Warnings on wearout — 
No formula is perfect in determining when 
to pull creative due to wearout. May p 118. 
Meryl Freeman — Our expanding sphere 
of influence — The recent flurry of activity 
has accelerated the research function’s 
move into the mainstream at agencies. July 
p 140. 

Steven Phelps — Commercial ratings — 
A cautionary discourse on moving from 
program to commercial ratings. Oct p 112. 
Ira Carlin — Single source has promise 
but beware of thinking it’s been fulfilled. 
Dec. p 115. 
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Sampling via FSIs — In-store action; 
* Snuggles flies high; The house Pepsi built. 
Jan. p 84. 

Strategic arrows — The association of na- 
tional advertisers discuss the benefits of 
zeroing in on a target. March p 138. 
PMAA awards — The PMAA recognizes 
the best promotions of 1987 with the Reg- 
gie awards. April p 130. 

Is ‘‘free’? making a comeback? — The 
use of premiums has declined in share as a 
promotional tactic, but ‘‘freebies”’ can still 
attract an impressive amount of attention. 
May p 162. 

Planograms: Friend or foe? — Major 
marketers, recently the hostages of pow- 
erful retailers, are regaining a bit of lever- 
age through shelf-management systems — 


The Big Store 
by Donald Katz — March p 146 


Managing New Products 
by Thomas D. Kucmarski — June p 146 


What’s Your Point? 
by Bob Boylan — July p 156 


The Misfortune 500 
by Bruce Nash and Allan Zullo — Oct 
p 154 











planograms. May p 48. 

P-O-P radio — Customized radio-like 
broadcasts now fill the air in major retail 
chains. May p 67 

Making the most of the mail — The free- 
standing insert still reigns, but mailers are 
busy offering targeted options. June p 152 
(SP) 

1987: The year In promotion — In this 
special report, the performance of the sales- 
promotion industry is analyzed and com- 
pared to media advertising. July p 150. 
Welcome to the technomarket — Today’s 
supermarket is quickly becoming tomor- 
row’s technomarket with the introduction 
of new display and promotional devices. 
Aug. p 132. 

Promoting with the 1988 Summer Olym- 
pics — Marketers go for it as they design 
promo programs that tie into the Summer 
Olympics. Sept p 132. 

Promotion research: Taking measure — 
As research takes on new significance, pre- 
testing and evaluation are brought up to 
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date. Oct p 148. 

Spelling out CFB (Consumer Franchise 
Building) — A reply to special report on 
sales promotion ‘‘No Cheap Shots’? — 
Oct.’87 p 104; Feb. p 20 (LET). 
Supermarket sweepstakes — Research is 
leading marketers into the stores to test new 
media options, bringing the agency along 
to help out. Nov. p 33. 

A calender of change — Our fourth annual 
calender helps you plan FSI, in-store, ROP 
and direct mail for the year ahead. Nov. 
p 122. 

Mergers, purgers & British money — 
Sales-promotion agencies apparently are 
the next item on the British agencies’ shop- 
ping lists. Dec. p 113. 


The price is right — The big prize on game 
shows is a chance to take advantage of bar- 
gain-basement rates for paid on-air pro- 
motional announcements. Jan. p 23. 
Hollywood’s castaways — Despite a pro- 
graming glut, producers continue to flood 
stations with questionable offerings. Feb. 
p 73. 

Testing the ad waters — Programing ov- 
erabundance is causing buyer concern over 
likely national clearances of syndicated 
shows. Sellers are creating new package 
deals to meet buyer standards. Feb. p 87. 
A deluge of data — confusion reigns in a 
year of ratings paradoxes. Feb. p 95. 

Is tv’s golden age at its end? — When the 
big three networks ruled, life was simple 
for agencies and advertisers. No more. — 
Eugene Secunda. Feb. p 128.(LW) 
Which sex speaks louder? — The voice 
you hear is a woman’s, will her spot sell 
the product? March p 30 (CC). 

Clutter clatter — Too much non-program 
material in the networks? March p 144. 
Commercial ratings — Commercial au- 
dience ratings are considered from the prac- 
titioner’s point of view. (Solomon — 
ATSJ) July p 135. 

The syndex complex — The FCC is con- 
sidering an about-face on its position re- 
garding syndication exclusivity of 
programing. April p 140 (OD). 

Serving upfront — A complete daypart- 
by-daypart menu of the 88/89 network tv 
marketplace. May p 36. 

Now you hear this... — While some dis- 
miss the notion of subliminal advertising, 
one ad person is testing audio tricks to get 
around broadcast restrictions. May p 32 
(CC). 

Warnings on wearout — No formula is 
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perfect in determining when to pull creative 
due to wearout. (Slavick — ATSI) May 
p 118. 

Kidvid: The Hill heats up — All that talk 
about kidvid legislation has turned into ac- 
tion on the hill. Various measures are cur- 
rently under debate. May p 156 (OD). 
Skytime — Agencies turn to satellites to 
transmit both print and broadcast ad copy 
around the word. May p 160 (TT). 

A different ratings race — As Percy takes 
his tentative first steps, the ratings race 
shifts gears to commercials. June p 10. 

A dream come true — Technology and 
hot competition among research firms are 
helping speed the arrival of commercial- 
audience ratings systems. July p 30. 
Zapping — How advertisers are trying to 
curtail zapping. July p 36 (SB). 
Television ad rates — Under attack by 
people meters, electronic alternatives and 
even their own writers, television will be a 
rollercoaster ride in the year ahead. July 
p 48. 

The silent majority: ABC, CBS and NBC 
— The big three tv networks should remind 
the ad world of their strengths. (Papazian 
— ATSI) Aug. p 113. 

Learning to market — It’s back to the 
basics for the three nets as they seek to 
relearn marketing and merchandising tech- 
niques. Sept. p 38. 

Ads as cliffhangers — New commercial 
technique which interrupts a commercial 
message and then allows it to continue in 
another ad unit. Oct p 32 (CC). 

Adding to the vocabulary — A guide to 
existing research options, medium by me- 
dium with examples of how they are hook- 
ing up with marketing and research firms. 
Oct. p 69. 

Commercial ratings: the underside — A 
cautionary discourse on moving from pro- 
gram to commercial ratings. (Phelps — 
ATSI) Oct p 112. 

The search for El Dorado — Two com- 
panies are putting some heat into the His- 
panic television business. Hence, Hispanic 
audiences can expect new programming. 
Nov. p 42. 

The 40-year itch — Some affiliates rela- 
tionships with the networks are showing 
signs of strain as new suitors woo the nets’ 
once loyal partners. Nov. p 65. 
Weighing in on must-carry — Three stud- 
ies sum up the positions of the principals 
in television’s must-carry debate. Nov. 
p 110 (OD). 

Blair’s long view — Blair Television fore- 
casts the tv business through 1995. Dec. 
p 167 (BB). 

Schultz short term — Lintas:USA exec- 
utive vp Lou Schultz predicts short range 
charges in network tv operations. Dec. 
p 168 (BB). 
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‘*As They See It’’ columns 
on television: 


Stephen Lonning — The 15-second com- 
mercial — :15s are here to stay as an ef- 
fective ad unit. April p 100. 

Leslie Poliak — A spot-buyer’s guide to 
spot tv. May p 113. 

David Lerner — Understanding erosion, 
Part I — Analysis of network erosion. June 
p 112. 

David Lerner — Understanding erosion, 
Part Il — Suggested actions to be taken to 
minimize the effect of audience erosion. 
July p 136. 

Bob Mancini — Efficiency versus effec- 
tiveness — A look at three tactical buying 
plans that satisfy varying strategies. Aug. 
p 114. 

Alice Sylvester — Television audience 
measurement in translation — As viewing 
habits change, the technology of audience 
measurement strains to keep up — all to 
the long-term benefit of the media buyer. 
Sept p 84. 

Donald J. Cole — The forgotten daypart 
— With all the attention garnered by cable, 
prime-time packages on independents often 
prove to be a good deal left by the wayside. 
Sept p 94. 

Michael Gross — Some thoughts on flip- 
ping — If you want your spots to be seen, 
you had better find a way to deal with re- 
mote control. Oct. p 94. 

Barbara Levenson — Media clout: Most 
often a myth — Consolidated clout may be 
a hot topic, but the cold facts say it doesn’t 
always work. Nov. p 84. 

Kate Lewin — Getting around commercial 
avoidance — How buyers can get around 
consumers’ efforts to avoid commercial ex- 
posure. Dec. p 116. 


‘*As They See It’’ columns on video: 


William Weiner — VCRs as an ad me- 
dium — Everything you wanted to know 
about VCR penetration, and what it means 
to advertisers. Oct. p 106. 
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The know-it-alls — The latest news on 
going on-line with data-base-rich infor- 
mation services. Jan. p 74. 

Quality, awareness and intent to buy — 
Verlag defines the link between reader in- 
volvement and ad effectiveness. March 
p 140. 

Valentine Radford’s CUBE concept — 
An attitudinal approach to evaluating con- 
sumer’s buying habits via the CUBE 
model. April p 140. 

Sky Time — Advertising agencies turn to 
satellites to transmit both print and broad- 
cast ad copy around the country. May 
p 160. 

Conquest: A hands-on appraisal — The 
Conquest data system has made one con- 
quest of its own: Alok Brara of J. Walter 
Thompson. June p 148. 

Yellow pages: A key to the maze — Ket- 
chum Yellow Pages shares its sophisticated 
yellow-page planning tool. July p 148; 
Sept. p 22 (LET). 

Cultural calculations — Promoting an un- 
derstanding of cultural differences is the 
goal behind Hispanic Monitor. August 
p 137. 

Targeting: It’s in the cards — Returned 
warranty cards helped National Demo- 
graphics & Lifestyles create a marketer’s 
research bonanza when put to use. Sept 
p 121. 

New ways to play ragtime — New ser- 
vices are breaking through to offer new 
ways to buy remnant ad time. Oct p 136. 

Containing the data boom — Data man- 
agement is taking on new significance in 
media’s research-driven environment. New 
services profiled. Nov. p 10. 

Moving mountains with a mouse — Met- 
aphor, a data-management computer pro- 
gram, acts as a catalyst in the search for 
marketing facts. Dec. p 158. 


Busy signals: Ad costs — The shakeout 
has begun, and that means national adver- 
tising costs may begin to rise. Aug. p 101, 
Dec. p 6 (LET). 

Research — A guide to existing research 
options. Oct. p 73. 


‘*As They See It’? columns on yellow 
pages: 


Henry B. Williamson — A new direc- 
tional medium — With the innovation of 
talking chips, y-p advertisers look to the 
future. April p 104. 


PREVIOUS INDICES 


Foliowing are issue dates to 
earlier years’ editorial material: 


1987 February 1988 
1986 February 1987 
1985 March 1986 
1984 February 1985 
1983 February 1984 
1982 February 1983 
1981 February 1982 
1980 February 1981 
1979 May 1980 
1977-78 March 1979 
1876 April 1977 
1975 February 1976 
1974 May 1975 
1973 May 1974 
1972 April 1973 
1971 March 1972 
1970 February 1971 
1969 March 1970 
1968 January 1969 











ACT — Feb. p 111 (BB). 
ARF/ABP study — May p 79 (R). 
Acquisitions — Sept. p 127 (BB). 
Ad buys on networks — May p 36. 
Ad guidelines — April p 137 (BB). 
Ad volume (Coen) — Jan. p 71 (BB), 
July p 143 (BB). 
Ad volume, cable — Jan. p 72 (BB). 
Ad volume, international — May 
p 109. 


SUBJECT/PRODUCT INDEX 


(Feature articles indicated in bold) 


Ad volume, newspapers — Nov. p 18 
(PB). 

Ad volume, P-O-P — Nov. p 34. 

Ad volume, television — March p 135 
(BB), July p 150 (SP), Nov. p 116 
(BB), Dec. p 167 (BB). 

Add-ons — Sept. p 90 (ATSI). 

Added value — see media 
merchandising. 

Ads, videocassette — May p 154 


(PCP), July p 39. 

Advertising effectiveness — Mar. p 
135 (BB), p 140 (TT). 

Advertising, attacks on — Oct. p 144 
(BB). 

Advertising, attitudes toward — Jan. 
p 17 (PB), April p 152. 

Advertising, education — Jan. p 88 
(LW), April p 14 (LET), June p 160 
(LW). 





Advertising, regional — May p 124 
(ATSI). 

Advertising, subliminal — May p 32 
(CC). 

Agency income — June p 142 (BB). 

Airlines — April p 137 (BB). 

Alcohol content labeling — Jan. p 78 
(OTD). 

Alcoholic beverages — March p 91, 
March p 98, April p 17 (PB), Aug. 
p 121 (BR), April p 34 (CC), 54. 

Allergy relievers — Nov. p 91. 

Alternative delivery — Sept. p 26 
(UD), Oct. p 14 (DM). 

Alternative media — April p 34 (CC). 

Animated characters — Feb. p 102 
(ATSI). 

Animation — Oct. p 90 (ATSI). 

Announcers, women — March p 30 
(CC). 

Apparel — March. p 79. 

Athletic footwear — March p 55. 

Audience erosion — June p 112 
(ATSI), July p 136 (ATSI). 

Audience measurement, VCR — 
March p 24 (FF), April p 17 (PB). 

Audience measurement, broadcast — 
June p 10 (OD), June p 144 (BB), 
July p 30, July p 135 (ATSI), Sept. 
p 84 (ATSI), p 128 (BB), Oct. p 112 
(ATSI). 

Audience measurement, print — June 
p 17 (PB). 

Audience research, television — Feb. 
p 111 (BB), March p 135 (BB), April 
p 137, Oct. p 146 (BB), Nov. p 115 
(BB), Dec. p 38 (FF). 

Audience research, commercials — 
Dec. p 116 (ATSi). 

Audit Bureau of Circulations — Feb. 
p 40. 

Automobiles — March p 45, June 
p 84, Oct. p 51. 

Automobiles, Near-luxury — Dec. 
p 1385. 

Automotive dollars — April p 148 
(EE). 

Awards, Athena — Dec. p 36. 

Awards — Feb. p 10, March p 28 
(DM), April p 130 (SP), p 137 (BB). 


Bar codes — Jan. p 17 (PB). 
Barter — Feb. p 85 (SB), Feb. p 87. 
Beer — Jan. p 78 (OTD), March p 91. 
Black market — Dec. p 167 (BB). 
Bookend time-buy — Dec. p 64. 
Brand image — Feb. p 102 (ATSI). 
Brokerage firms — Jan. p 37, Nov. 

p 26 (UD). 
Bulk circulation — Feb. p 106 (ATSI). 
Bulletin poster — April p 18 (PB). 
B-to-B feedback — May p 17 (PB). 
B-to-B research — May p 130 (ASTI). 
Buying clout — Sept. p 49. 
Buying services — Aug. p 26 (FF). 
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Cable, penetration — May p 4 (LET). 

Cable, ad scorecard — April p 85, 
Retort — p 14 (LET). 

Cable, ad volume — Jan. p 72 (BB). 

Cable, audience measurement — 
March p 24(FF). 

Cable, audience research — Dec. p 
38 (FF). 

Cable, classifieds — April p 24 (FF). 

Cable, covering viewers missed on 
network — May p 28 (FF). 

Cable, growth — April p 62, May p 4. 

Cable, leading advertisers — April 
p 62. 

Cable, leading spenders — June p 28 
(FF). 

Cable, music formats — April p 24 
(FF). 

Cable, must-carry policy — Nov. 
p 110 (OD). 

Cable, programing — April p 65. 

Cable, special report — April p 62. 

Cannibalization — March p 61. 

Catalog ads — April p 32 (DM). 

Catalogs — April p 32 (DM). 

Category exclusive magazines — 
June p 35, Aug. 8 (LET). 

Cereals, adult — March p 70. 

Cheese — Sept. p 129 (OD). 

Children’s television ratings — April 
p 95 (ATSI). 

Children, and tv — Feb. p 95, Feb. 
p 111 (BB), April p 95, p 137, May 
p 40 (SB), May p 156(OD), Aug. 
p 136 (BB). 

Children, marketing to — Feb. p 51. 

Cigarettes — June p 88, Aug. p 142 
(OD). 

Circulation costs — Feb. p 35. 

Circulation shortfalls — March p 122 
(ATSI). 

Classified advertising — Nov. p 17 
(PB). 

Classifieds, cable — April p 24 (FF). 

Claymation — p 102 (ATSI). 

Clout — Nov. p 84 (ATSI), p 118 
(PCP). 

Clutter, television — March p 144 
(PCP), April p 100 (ATSI). 

Co-op advertising — Feb. p 124 (EE), 
Nov. p 18 (PB). 

Co-op couponing — June p 152 (SP), 
Nov. p 122 (SP). 

Co-op promotions — Nov. p 122 (SP). 

Cold medications — Nov. p 91. 

College market — Sept. p 55, Oct. 
p 10 (LET), Oct. p 17 (PB), p 144 
(BB), Nov. p 10 (LET). 

Collegiate readership — June p 17 
(PB). 

Comeback — Oct. p 51. 

Comedy — May p 152 (BB). 
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Comic relief — May p 151 (BB). 

Commercial audience measurement 
— June p 10 (OD), July p 30. 

Commercial audience measurement 
— Oct. p 87 (ATSI). 

Commercial audience ratings — Oct. 
p 112 (ATSI). 

Commercial audience research — 
Dec. p 116 (ATSI). 

Commercials, 15-second — April 
p 100 (ATSI). 

Commercials, two-part — Sept. p 32. 

Computer aftermarket — March p 85. 

Computer, personal — Jan. p 57. 

Computers, in media — March p 126 
(ATSI). 

Consolidated media buying — Sept. 
p 49. 

Contests — Jan. p 84 (SP). 

Controlled circulation — Feb. p. 40. 

Cookies — June p 123. 

Cosmetics — March p 61. 
Couponing — May p 162 (SP), June 
p 152 (SP), July p 150 (SP), Oct. 

p 14 (DM), Nov. p 122 (SP). 
Cover-all agency — July p 118, July 
p 146 (PCP). 
Crackers — June p 123. 
Creative media — April p 34 (CC), 
May p 118 (ATSI). 
Credit cards — Jan. p 17 (PB). 
Crisis marketing — Nov. p 59. 
Cruise lines — March p 101, June 
p 10. 
Custom publishing — June p 39, Aug. 
p 8 (LET). 


Dairy case — Oct. p 45. 

Data-base services — Jan. p 74 (TT). 

Dated products — Oct. p 45. 

David and Goliath — March p 79. 

Daytime network — Oct. p 94 (ATSI). 

Demographics — April p 140 (TT). 

Detergents — Sept. p 26 (UD). 

Disaster — May p 20 (UD). 

Discounting — May p 92. 

Display fees — Nov. p 22 (DB), Nov. 
p 30 (CC), p 35. 


Economy — Jan. p 80 (PCP), Aug. 
p 35, Aug. p 135 (BB). 

800 number — May p 18 (PB), June 
p 17 (PB). 

Electric appliances — May p 57. 

Entertainment — March p 109. 

Environmental marketing — Dec. 
p 174 (OD). 

Ethics — July p 160 (LW). 

Ethnic marketing — Jan. p 84 (SP), 
Nov. p 42, p 115 (BB). 

Ethnology — Feb. p 51. 

Expert systems — Oct. p 76 (SB). 

Exposure measurement — March 
p 140 (TT). 


Federal Communications Commission 
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(FCC) — May p 156 (OD). 
Facsimile machines — July p 127. 
Failures — Oct. p 154 (BK). 

Fairness doctrine — Nov. p 110 (OD). 
Fast food — March p 38. 
Fear, as a selling tool — July p 26 

(CC). 

Federal Trade Commission (FTC) — 

Sept. p 109 (OD), Oct. p 160 (LW). 
Fee Spots — Jan. p 23. 

Fees, slotting — Nov. p 22 (DB), Nov. 

p 30 (CC), p 35. 
15-second commercials — Oct. p 87 

(ATSI). 

Financial advertising — Jan. p 37, 

Nov. p 26 (UD). 

Financial services — May p 133. 
Food — March p 130 (OD), June 

p 48. 

Footwear — March p 55. 


Forecast — Jan. p 71 (BB), Aug. p 35, 


43, Nov. p 116 (BB), Dec. p 167 
(BB). 

Forgetting curve, Ebbinghaus — Nov. 
p 75 (ATSI). 

Formats, radio — p 45. 

Fox, movies on tv — p 151 (BB). 

Free-standing inserts — Jan. p 48 
(ATSI), 84 (SP), June p 152 (SP). 

Freebies in advertising — May p 162 
(SP). 

Frequency — March p 82, July p 137 
(ATSI), Nov. p 75 (ATSI). 

Frozen entrees — Sept. p 107. 

Frozen food — Oct. p 45. 


Global marketing — Feb. p 51, May 
p 108, June p 54, Sept. p 83 
(ATSI). 

Global marketing directors — June 
p 54. 

Global media departments — Nov. 
115 (BB) 

Global media directors — April p 6. 

Guarantee cards — Sept. p 121 (TT). 


Hair coloring — Feb. p 113. 

Headhunters — March p 20 (LET), 
April p 14 (LET) (see also 
recruiters). 

“Health claims — March p 130 (OD), 

Sept. p 129 (OD). 

Healthcare industry — April p 32. 

Hiring — see recruiting. 

Hispanic market — Aug. p 137, Oct. 
p 14, Nov. p 42, p 115 (BB). 

Home magazines — April p 47. 

Home shopping — Feb. p 24. 

Hospitals — April p 32 (DM). 

Humor — May p 152 (BB). 


Image advertising — April p 137 (BB). 

In-store advertising — Jan. p 84 (SP), 
Nov. p 30 (CC), Nov. p 33. 

In-store broadcasting — May p 67, 
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Aug. p 132. 
Independent television stations — 
Sept. p 94 (ATSI). 
Infomat — May p 22 (DB). 
Infomercials — Oct. p 94 (ATSI). 
Inquiry handling — May p 18 (PB). 
Inserts — Jan. p 48 (ATSI), March 
p 17 (PB), June p 152 (SP), Nov. 
p 122 (SP). 
Inserts, free-standing — Jan. p 48 
(ATSI), 84 (SP). 
Insurance advertising — March p 138 
(SP). 
International advertising — see global 
marketing. 
International marketing — May p 108. 
Island ad — April p 18 (PB). 


J. Walter Thompson — p 17 (PB). 
Job sharing — April p 106 (ATSI), 
Retort — July p 14 (LET). 


Kenaf (newsprint alternative) — Feb. 
p 17 (PB). 
Kidvid legislation — May p 156 (OD). 


Labeling — Jan. p 78 (OD), Feb. 
p 126 (OD), March p 130 (OD). 
Line extensions — Feb. p 20 (LET), 
June p 48. 
Liquor — see alcoholic beverages. 
Long commercials — March p 10. 


MM&D Futures — April p 22, Oct. 
p 22. 

Magazines, advertiser sponsored — 
June p 35, Aug. p 8 (LET). 

Mail, private delivery — July p 17 
(PB). 

MAP-media buying — July p 17 (PB). 

Marketing, the elderly — May p 166 
(LW). 

Media All Stars — March p 20 (LET), 
Dec. p 1, p 28 (1987 Update), p 184 
(LW). 

Media merchandising — Jan. p 48 
(ATSI), Feb. p 10 (FF), Sept. p 90 
(ATSI). 

Media research — Nov. p 106 (TT). 

Media selling — Feb. p 102 (ATSI), 
May p 17 (PB), p 95, p 87, April p 
96, Aug. p 113, Sept. p 38, Sept. p 
74, Sept. p 127 (BB), Oct. p 17 
(PB), Nov. p 86 (ATS). 

Merchandising, media — Jan. p 48 
(ATSI), Feb. p 10 (FF), Dec. p 126 
(ATSI). 

Merchandising tie-ins — Nov. p 59. 

Mistakes, corporate — Oct. p 154 
(BK). 

Model — May p 22 (DB). 

Motion picture advertising — Nov. 


p 59. 
Motion pictures — March p 109, April 
p 4 (PRO). 
Mouthwashes — April p 111. 
Must-carry policy — Nov. p 110 (OD). 
Mystery advertisers — Sept. p 34 
(CC). 


Nat’l Assn. of Attorneys General 
(NAAG) — April p 137 (BB). 
Negative publicity — May p 20 (UD). 
Negotiation — May p 120 (ATSI). 
Network, newspaper — Jan. p 9 
(LET). 
Networks, radio — Jan. p 51 (ATSI), 
p 72 (BB). 
New products — Feb. p 20 (LET). 
New Age radio — April p 25 (FF), 
Feb. p 45. 
New product introductions — Feb. 
p 51, p 20 (LET), March p 35, 38, 
45, 55,61, 70,79,85, Oct. p 51. 
New wave radio — Feb. p 45. 
Newpaper Brand Leaders — June 
p 65. 
Newspaper networks — Jan. p 9 
(LET), March p 18 (PB). 
Newspapers, avoiding costs — May 
p 126 (ASTI). 
Nickelodeon, dual-outlet — p 28 (FF). 
Nostalgic copy — June p 30 (CC). 
Nutrition claims — March p 130 (OD), 
Sept. p 129 (OD). 


Objectionable advertising — Sept. p 
129 (OD). 

Off-cable rights — Feb. p 84. 

Office machines — March p 85. 

Olympics — Sept. p 64, Sept. p 132 
(SP). 

On-line information services — Jan. 
p74(TT). . 

One-stop shopping — July p 118, July 
p 146 (PCP). 

Opportunistic buying — Oct. p 136 
(TT). 

Out-of-home listening, radio — July 
p 144 (BB). 


Package deals — Feb. p 87. 
Packaging — Dec. p 174 (OD). 
Paper — Oct. p 17 (PB). 
Passive room scanning — Sept. p 88 
(ATSI). 
Pay tv — April p 138 (BB). 
People meters — Feb. p 95, April 
p 137 (BB), May p 4 (LET), Sept. 
128 (BB), Dec. p 38 (FF). 
Personal computers — Jan. p §7. 
Personality radio — April p 102. 
Planograms — May p 48, July p 14 
(LET). : 
Plumbing supplies — Oct. p 54. 
Point-of-purchase — May p 67, Nov. 
p 30 (CC), Nov. p 33. 
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Point-of-sale — Jan. p 84 (SP). 
Political advertising — Jan. p 14 (FF), 
71 (BB), March p 18 (PB). 
Polybags — March p 17 (PB), Dec. 
p 18 (PB). 
Positioning, in newspapers — April 
p 18 (PB). 
Postage, hikes — May p 30 (DM). 
Postal alternatives — Sept. p 26 (UD), 
Oct. p 14 (DM). 
Postal rate hikes — June p 99. 
Premiurns — May p 162 (SP), July 
p 150 (SP), Nov. p 30 (CC). 
Print buyer negotiating — May p 120 
(ASTI). 
Product placement — Aug. p 28 (CC). 
Product registration cards — Sept. 
p 121 (TT). 
Program listings — Sept. p 17 (PB). 
Programing, cabie — May p 92 (SB). 
Programing, late night — June p 143 
(BB). 
Programing, tv — Feb. p 73, Aug. 
p 136. 
Promotional consideration 
announcements — Jan. p 23. 
Public service ads — June p 144 
(BB). 
Publicity — Aug. p 28 (CC). 


Quality awareness, in magazines — 
March p 140 (TT). 


Radio networks — Jan. p 51 (ATSI). 
Radio, in-store. — May p 67 (FEA). 
Rate-base cuts — p 35. 

Rate discounting — May p 87. 

Rate negotiating — May p 120 (ATSI), 
Sept. p 96 (ATSI), Oct. p 97 (ATSI), 
Dec. p 126 (ATSI). 

Rates, newspapers — June p 18 
(PB). 

Rates, radio — June p 143 (BB). 

Recruiting — Jan. p 28, March p 20 
(LET), June p 35. 

Refrigerated food — Oct. p 45. 

Regional marketing — p 102 (ATSI). 

Remnant time and space — Oct. 

p 136 (TT). 

Renewal rates — Feb. p 36. 

Repetition — Nov. p 75 (ATSI). 

Representatives, radio — Nov. p 86 
(ATSI). 

Results, measuring — March p 24 
(FF). 

Roadblocks — Oct. p 94 (ATSI). 

Rumors — May p 20 (UD). 


Salaries, media planners — Oct. p 36. 

Sampling — Jan. p 84 (SP). 

Satellites — May p 160 (TT). 

Satellites, print copy — May p 160 
(TT) 


Scorecard, direct marketing — June 
p 24 (DM). 
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Scorecard, incentives — July p 154 
(SP). 

Scotch & blended whiskies — see 
Alcoholic beverages. 

Self-regulation — June p 154 (OD). 

Senior market — May p 168 (LW), 
Aug. p 22 (DM). 

Sex on tv — March p 135 (BB). 

Sexual content — March p 136 (BB). 

Shelf life — Oct. p 45. 

Shelf-management systems — May 
p 48, July p 14 (LET). 

Shelter books — April p 47, Aug. p 8 
(LET). 

Shops, planning — May p 124 (ASTI). 

Short-range broadcasting — Jan. p 72 
(BB). 

Single-advertiser issues — June p 39, 
Aug. p 8 (LET). 

Single source — Jan. p 20 (UD), 
March p 20 (LET), June p 152 (SP), 
July p 143 (BB), Oct. p 64, p 78, 
Nov. p 106 (TT). 

Slotting fees — Nov. p 22 (DB), Nov. 
p 30 (CC), p 35. 

Small space ads — May p 126 
(ATSI). 

Solid-waste management — Dec. 

p 174 (OD). 

Special-interest publications — March 
p 118 (ATSI). 

Speculation — May p 17 (PB). 

Split 30s — see 15-second 
commercials. 

Split commercials — Sept. p 32. 

Split page — April p 17 (PB). 

Spokespersons — May p 20 (UD). 


Sports — Feb. p 112 (BB), Sept. p 64. 


Sports equipment — March p 55. 
Sports event marketing — March 
p 138 (SP). 
Spot, a buyers guide — May p 113. 
Storecasting — May p 67. 
Sunday magazines — Dec. p 17 (PB). 
Supermarkets — Aug. p 132. 
Supplements, tv — Sept. p 17. 
Syndex — April p 144 (OD), July 
p 144 (BB). 
Syndicated exclusivity — April p 144 
(OD), July p 144 (BB). 
Syndication — Feb. p 73, Oct. p 87. 


Talk-show IDs — Jan. p 23. 

Talking ads — June p 17 (PB). 

Targeting — March p 138 (SP). 

Teaser ads — Sept. p 34 (CC). 

Technomarket — Aug. p 132. 

Teen market — Aug. p 17 (PB), Sept. 
p 17 (PB). 

Telemarketing — Sept. p 10 (DM). 

Television, costs — Aug. p 48, March 
p 135 (BB). 


February 1989 


Television IDs — Jan. p 23. 
Testing ad effectiveness — Nov. 
p 132 (LW). 
Theme issues — Dec. p 17 (PB). 
Tobacco — Aug. p 142 (OD). 
Toothpaste — April p 111. 
Top advertisers — 
Television, network — Aug. p 52. 
Television, spot — Aug. p 53. 
Cable — Aug. p 57. 
Radio, network — Aug. p 64. 
Radio, spot — Aug. p 64. 
Newspapers — June p 45, Aug. 
p 88. 
Outdoor — Aug. p 98. 
Top agencies, direct marketing — 
June p 24 (DM). 
Trade character — Jan. p 84 (SP). 
Transcultural marketing — Feb. p 51. 
Travel — March p 101, June p 10 
(OD), p 88. 
Tween market — Feb. p 17 (PB). 


Underwear — April p 55. 
Unwired networks — Oct. p 87 (ATSI). 
Upfront buying — Aug. p 135 (BB). 


VCRs — Jan. p 17 (PB), March 
p 24(FF), Oct. p 106 (ATSI). 

VCR playback — March p 122 (ATS)I), 
April p 138 (BB). 

Videocassettes — May p 154 (PCP), 
July p 39. 

Videocassette advertising — March 
p 24 (FF), Oct. p 106 (ATSI). 

Videocassette covers — July p 42. 

Videotex — Feb. p 24. 

Viewing, television — Feb. p 111 
(BB), March p 135(BB), April p 14. 

Viewing, by blacks — May p 152. 


Waiting-room magazines — June 
p 35, Aug. p 8 (LET). 
Warning labels — Feb. p 126 (OD). 
Warranty cards — Sept. p 121 (TT). 
Wine coolers — see alcoholic 
beverages. 
Women in advertising — March p 28. 
Women — 
In commercials — March p 30 (CC). 
In direct mktg. — March p 28 (DM). 
In advertising — April p 106 (ATSI). 
Worldwide media directors — Feb. p 8 
(PRO), April p 6 (PRO), Nov. p 115. 
Wristwatches — Oct. p 117. 


Yellow pages — April p 104 (ATSI), 
July p 148 (TT), Aug. p 101, Dec. 
p6 (LET). 


Yellow pages, readership — Jan. p 20 
(UD). 


Zapping — July p 36 (SB), Oct. p 94 
(ATSI), Dec. p 116 (ATSI). 
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